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We try to make our marketing material fun and
colourful. We try to keep you excited about the ways

you can grow your business.
But, today, we need to be serious.
The law is changing.

It affects our business. And it affects your business.

It's not just for big corporations either.

We all need to prepare. We want to help you make

the changes you'll need to make.
We'll do our best to be as clear as we can.

But this stuff might give you a sore head.

It's certainly hurt ours.

Let's get started. There's no time to lose.




What's this
Tuss about?

If your business uses email marketing, sends direct
mail or makes sales calls, the law is changing what

you can and can't do.

Some things you might do today will no longer be

allowed.

From 25th May 2018, General Data Protection
Regulations — or GDPR - come into force. You'll hear

about this a lot. Because it's kind of a big deal.
It's tempting to think “I'll deal with it in May".

But there’s some easy things you should do right

now, which mean you won't run into trouble later.

The new GDPR law is complex and extensive. It goes
well beyond what we can fit in this guide. However,
we've put together some practical advice on things

to help you start to comply.



%1]% Right to be informed /

What data are
you collecting
about me”

You might be thinking, “nah mate, I'm not collecting

any data”.

If you use any tracking tools on your website, like

Google Analytics, then yes. Yes, you are.

People have the right to know what personal
information you're storing about them. And what you
might do with that data.

The law applies to data which could be traced back
to an individual. That even includes things like their

computer’s IP address.

If your site doesn’t have a Privacy Policy, it needs one
to comply. It needs to tell people what you're going
to do. We can provide a template. Edit it for your

business and remove the bits that don't apply.

Ask us to add a Privacy Policy page, starting at £49.



GD ject of
Consent of the data subject
PR )

But did you
et them
say NO

You need to explicitly ask permission to send

someone email marketing. They must opt in.

It's not ok to assume you have permission. It's not
ok to hide it in your privacy policy. And it's not ok to
pre-tick a box which people have to untick. Those
things might have been allowed in the past, but not

any more.
Start getting consent now. Don't wait for the deadline.

On your website contact forms, registration forms or
check out pages, we can add tick boxes if you don't
have them. Or if you have pre-ticked boxes, we can

re-programme the default setting.

If we've designed your site already, ask for our
Opt-in, tune-up service which starts at £99. If we

haven't, let's talk about getting your site compliant.



GD ject of
Consent of the data subject
PR )

So we know we have to ask people to opt-in.

Is that enough?
No. There's more.

You need to record when they gave you permission.
And you need to log exactly what they were shown

when they opted in.

If you get an email notification when someone
registers or checks out, that may be enough to
comply. Provided you store the email securely and it

clearly shows what the tick box said.

If you'd like to manage consent better, ask us about

adding a customer database to your website.
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What about
My exIsting
customers’

Now here’s the thing.

GDPR says, if there's another law that conflicts with it,

you should pay attention to that law instead.

When it comes to email and telephone marketing,

PECR legislation takes priority.

The good news is, PECR (Privacy & Electronic
Communications Regulations) allows a thing called

'soft opt-in’.

PECR says, if you got someone’s email address when
they bought something, or negotiated to buy from
you, then it's ok to send marketing about the same

kind of thing they were interested in. Nice.

The bad news is, PECR is being replaced. New stricter
ePrivacy law is being debated in parliament. Nobody
knows whether soft opt-in will be allowed. So it makes

sense to get explicit opt-in when you can.




People have the right to tell you to stop marketing to them.

And you must make it easy for them to opt-out of receiving

future marketing.

From today, make sure marketing emails tell people how to

unsubscribe. That could be saying ‘reply with “unsubscribe

in the subject’. Or make it smarter, with a link to click.

On printed mailers, tell people what to do to stop receiving
mailers. Perhaps a number to call, an address to email or a
link to visit. Don't wait until May to do this — make sure your

mailers comply when you next reorder.

The second — and most important — part, is keeping a ‘do
not contact’ list. Once someone has opted out, it's critical

you stop sending stuff. Or face stiff fines from the regulator.

Ask about building an Opt-out landing page for you —
these start from £199.



ng{ Consent of the data subject /

Can | cal
you, maypbe”?

Heard of the Telephone Preference Service? It's also
known as the TPS.

It's been around for years. It's where you register to

stop getting sales calls.

If you make a sales call to someone who's on the TPS
list, you're breaking the law. And you're liable to a
fine. It used to be Ofcom who punished businesses.
Now it's the ICO (Information Commissioner’s
Office). And they're much stricter.

PECR says you don't need explicit consent to make
a sales call. Great. But you do need to check the TPS

list before you call.

Oh, and there's also the CTPS - the corporate

version, if you call businesses.

You can check if a number is on the register at

http://www.tpsonline.org.uk



gﬁ Appropriate security of personal data /

You know the little padlock symbol you see in your browser bar?

That shows whether a website is secure.

It technically means the website has an SSL certificate.
(If you're wondering, SSL stands for Secure Sockets Layer.

Bet you're glad you asked.)

If you're storing any personal data on your website, you
absolutely must have an SSL certificate. This encrypts

transmission of the data.

In October 2017, Google implemented the second part of its plan

to label any sites without an SSL certificate as non-secure.

So even if your site only has a contact form, unless it has an SSL
certificate, your visitors might get a nasty warning. That will

probably freak some people out, so it's best to take action today.

We can add an SSL certificate from as little as £29

per year if we host your site, or £99 per year if we don't.



GD [ /
Legitimate interests
gl

The new GDPR legislation has admirable aims — to protect
your personal data and to prosecute rogue organisations

who misuse it.

But it does make life more difficult for honest businesses

who just want to win more clients. So far this sounds like a
lot of faff, doesn't it?

Quick recap: you need explicit opt-in to email someone (or

rely on the ‘soft opt-in" exemption, while it's still allowed).

And you need to check a number isn't on the Telephone

Preference Service list before you call it.
There is one glimmer of good news.

You don't need explicit consent to send a mailer, letter,
brochure or catalogue. Provided you make it clear how they
stop getting future mailings, and the content is relevant,
sending direct mail is allowed under the ‘legitimate

interests’ of your business.




The incredible thing about direct mail is, it's turned

full circle. We all get less post than we used to.

Yet, research shows that it gets a better response
than ever. A study by MarketReach revealed some

startling insights...

87% of people said they were influenced to make an
online purchase as a result of receiving direct mail.
And four out of five folk said they’'d connected with a

business after getting direct mail.

Did you know the average mailer hangs around the
home for 17 days? And 29% of people said they're

shared with someone else?

72% of people get less than three pieces of mail a

day. Yet 70% agreed they get too many emails.

s it time to look again at direct mail?



VWho you
calling lumpy?

Is all direct mail equal? Does it all get the same response?
Absolutely not.

So. What makes people more likely to respond? There are

a few techniques and tricks you can use to your benefit.
The first is to take advantage of ‘lumpy mail".

What's that? Picture it. You get an envelope. It's lumpy.
There's something inside. Could you resist opening it?
No, of course not. Adding a gift or something lumpy adds
intrigue. Try a pen, or a promo gift with your logo, for

them to keep.
Or, go one better. Turn ‘lumpy’ into a ‘thud".

Make your piece too big to ignore. Send a thick folder.
Or a printed box. Make people have to sign for it. If you're
selling something of higher value, investing a few quid per

piece might significantly increase your conversion rate.



A small postcard might get their attention. But if you

really, really want to be unavoidable, then size matters.
The bigger your mailer, the less people can ignore it.

It's like watching a movie on your mobile, or on a
cinema screen. The experience is totally different. A

big mailer immerses people in your marketing.

To qualify for lowest postage rates, your mailer needs
to be A5 size. So how can you make a bigger mailer

without spending loads on postage? Fold it!

You could start from A2 — that's the same space as four
pieces of Ad printer paper. Fold in half, then half again,

then one more fold and you're down to A5.

Orgofora?2, 3,4 or5panel A5 brochure which rolls
out and tells your story in 4, 6, 8 or 10 pages.



The final trick is to activate people’s senses.
Don't give them the choice of ignoring you.

Print is emotional. It's powerful. And it's diverse.
Direct mail can touch people in a way that other

mediums can't.

Create a mailer which uses multiple parts to tell
your story. Use different textures and effects.
Combine gloss highlights with a shaped cut-out.
Add foil accents. Emboss stuff. Use thick bits
together with thin bits.

This is where we come in. We're creatives.

We think about this stuff all day, every day.

It's our job, no. That's not right. It's our passion.
It's our passion to make you look great and

achieve the results you want.



@ Do you have a
website? @

=g

A Maybe it's time? This internet
thing might not be a fad after all

@ Does your website @ A Visitors might be told your site is
have an SSL certificate? unsecure — get SSL today — see page 19

®

A It might be
an idea to start

building an email
contact form? .
@ OH YEAH, | DO list — ask us how

©® You don't

@ Does your website
y @ """""""" > even have a @ """""

allow people to register? .

@ Do you have a @ ________________________________________ A You definitely need
privacy policy? one - see page 7

e

Now's the time
to change your

D k let
@ Do you ask people to @ site to record

@ Do you send @
opt-in to get marketing?

email marketing?

explicit opt-in —
@ @ see page 9
@ Do you post mailers @ ______________________________ - A Maybe it's time to reconsider

or catalogues?

e

direct mail - see page 21

e — A Start printing an opt-out

o L) 09 (e @> message on your marketing
@ —see page 15
@ Do you check A You need to do
numbers againSt the .-.@ ........................................... ) that and maintain
Telephone Preference a ‘do not call’ list -
Service list? see page 17

e

WOW! You're a proper Goody
Two Shoes. Well done! Go to
the top of the class!

Where
should
| start”

There's lots to take in. We know.

Take a look at this flowchart. It covers the

different steps you should make now.

A common misconception is that GDPR only
applies to personal data. And that somehow
businesses aren't covered. Even if you sell B2B,
GDPR applies to you. Even if you only email

corporate addresses, the law still applies.
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The End.

Well. Here we are at the end of our brief journey.

We covered a lot. Your brain might be sizzling. Or you

might be eager to read more. Here are some useful sites:

Information Commissioner’s Office:
These are the folks upholding the law and issuing fines.

Download extensive guides and read their latest guidance.

Direct Mail Association:
Not to be confused with the Daily Mail. An industry body

which helps marketers navigate the new laws.

MarketReach:
Some interesting statistics and surveys which support the

power of direct mail.

You might be thinking, is this just going to be like the
hoo-hah when the cookie law was introduced? Will this
be a song and dance about nothing? Well, if the fines the
ICO has issued so far are anything to go by, no. This time,

they're taking it seriously.

Let's work out how we can help you.
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The small print: All prices exclude VAT and design.



